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About

The 4As Malaysia, formed in 1971, is the Malaysian
industry’s peak body that represents and promotes
the ‘value’ of Advertising Agencies in the Marketing
Communications industry among advertisers,
media, suppliers, government and the public.
The organisation encompasses more than 100
homegrown and international Member Agencies
who are key players in the advertising industry.
We help grow member businesses and develop
individual careers through professional development
services, industry awards, advocacy and support.
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Windows
of Opportunities

The Council for the past year has sought to
anticipate the future needs of the advertising
industry. With that in mind, the Council set 5
objectives for the Association. Guided by these 5
objectives, and our overriding mission to promote
the ‘value’ of Advertising Agencies, the Council
initiates and searches for windows of opportunities
to improve, nurture and help grow our industry.

1.
To provide industry
guidance and leadership
We set clear frameworks for best practices in the industry, to encourage
the highest standards of creativity, ethics and business.
b. Advertiser-Agency
Agreement Templates

a. Agency Remuneration/
Fee Guide

c. Talent Agreement
Templates

g. Agency – Film Production
Agreement Template

d. Professional Pitch
Disbursement Bylaws
e. Standards of Practice and
Ethical Conduct

f. Pitch Guide
(for finding a
suitable agency)

2.
To raise standards
and professionalism
To actively cultivate a creative economy and raise the quality of works.
4As supports, facilitates and promotes various awards; coaches Member
Agencies; and in itself is an active part of various self-regulatory bodies.
c. Putra Brand Awards
(The Recognition of People’s Choice)

b. Franchise holder of
Effie Awards
(An Effectiveness
Competition)

a. Tutor Members to
write professional
Effie case-studies

d. Active component members of selfregulatory bodies such as :Advertising Standards Advisory (ASA);
Communications and Multimedia Content
Forum of Malaysia (Content Code); Audit
Bureau of Circulations (ABC)

e. Kancil Awards
(A Creative Competition)

3.
To foster Continuous Professional
Development (CPD) for the attraction
and retention of agency talent
To help Member Agencies up-skill their talent pool, 4As partners with top
institutes, practitioners and specialists, for customised educational and
participatory programs.
a. Institute of Practitioners
in Advertising (UK)
IPA Foundation Certificate
in association with 4As

b. Berlin School of
Creative Leadership
Astro- 4As Advanced
Leadership Program & 4As
Navigator Program

c. Craft-focused programs
by top practitioners
“7 Secrets of Creative Radio”
programme by Tony Hertz; ALP
Masterclass — Tham Kai Meng

d. Workshops by coresubject specialists
Strategic Planners Workout
programme by Karthik Siva;
Workshop by the “Digital Jedi”
Aseem Puri etc.

4.
To promote commercial
creativity and its effectiveness
4As engages in PR and Marketing activities to showcase the winning ‘Idea’
created by Member Agencies that exceeded KPI’s and helped transform an
advertiser’s business.
a. Pre- and Post-event publicity
of Putra & Effie Awards

b. Effie winners’ ‘Showcase
Lectures’ and Book

5.
To be the Government’s principal
information source and advisor
on advertising
4As works with the Government and gives its objective inputs to influence
public policy, regulations and resist any unwise decisions affecting advertising.

a. Adoption of the ‘Malaysian Code
of Advertising Practice’ by the
Ministry of Domestic Trade

b. Inputs into the drafting of an
Advertising Code for ‘Medical
Device Advertising’ for the
Ministry of Health

c. Inputs into the drafting of ‘Film
Production Agreement’ template
for regulator, the National
Film Development Corporation
(FINAS) and Malaysian
Association of Advertising
Filmakers (PPFIM)
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President’s
Report

Never has there been a time when
the Association’s overriding purpose
and goals have had such relevance
and significance as the future that is
unfolding before us all, today.
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The Council will be guided by the
Association’s revamped 5 key objectives:

These provide a clear framework for our
overriding mission to promote the ‘value’ of
advertising agencies.

(1)

To provide industry guidance
and leadership

(2)

To raise standards and
professionalism

As a consequence we phased out activities
and declined new projects that did not
support these 5 objectives. It also ensured
that the voluntary efforts of Council
Members are put to better and effective use.

(3)

To foster Continuous
Professional Development
(CPD) for the attraction and
retention of agency talent

(4)

To promote commercial
creativity and its effectiveness

These have become the catalyst for our
Council to strengthen the advertising agency
business by implementing professional
development programmes and encouraging
the highest creative and business standards.

(5) To be the Government’s
principal information source
and advisor on advertising
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Certification
We know clients trust agencies that invest in
their staff and one of the ways in which we
uphold our mission is by helping agencies to
up-skill their people. The way we see it, the
more hours we can devote to learning, the
better we can be.

The Foundation Certificate is to be considered
a ‘rite of passage’ in the Malaysian advertising
industry. The industry’s key entry qualification
that provides an understanding of the entire
process of brand communications, from the
client brief to the final execution.

On December 1, 2015 the 4As announced a
formal partnership with its UK counterpart,
the Institute of Practitioners in Advertising
(IPA) to deliver the IPA’s portfolio of 4
award-winning qualifications and courses
to Agencies and Clients in Malaysia:
The Foundation Certificate, the Eff Test
Certificate, the Commercial Certificate and the
Search Certificate.

The original content, which is updated yearly
to keep it fresh and relevant, is developed not
by academics but by some of the industry’s top
practitioners and core-subject specialists. The
Foundation Certificate, which has a proven
track record for fast-tracking the careers
of young industry executives, is currently
available in 60 countries.

The first qualification to be introduced is the
globally recognised IPA Foundation Certificate
programme, a 35-hour online training course
culminating in a 3-hour offline examination.
The IPA Foundation Certificate programme is
one of the 4As’ key initiatives to raise industry
standards and act on its commitment to foster
continuous professional development for the
attraction and retention of agency talent. It’s
customised for the marketing communications
industry while setting a common standard to
measure performance for those with less than 3
years of industry experience.
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The course short-circuits the acquisition of
knowledge, strategic thinking, and creative
drive that would otherwise take executives
several years through work experience.
The landmark agreement between 4As and the
UK trade bodies is part of a broader movement
to create a global benchmark for best practice
in professional development for advertising
in Malaysia.

Government Relations

Created in Malaysia for the World

There is an emerging pressure group, led by
a University Sains Malaysia academic. This
group has gained some traction with senior
Government officials and Editors of the
Utusan Malaysia press. They are advocating
the drafting of a ‘National Advertising Policy’
(NAP) to be regulated/supervised by a newly
proposed entity, the National Advertising
Development Corporation.

A close partnership will be forged with
the Malaysian Association of Advertising
Filmmakers (PPFIM) to ensure more
commercial productions are produced in
Malaysia – more so after the Council’s recent
dialogue with regulator, FINAS (National
Film Development Corporation).

The Ministry of Communications and
Multimedia will be inviting the 4As, together
with other advertising industry trade bodies,
for a dialogue and feedback towards the
relevance and need if any, for the NAP. This is
targeted in the second quarter (Q2) of 2016.
The 4As will give its objective inputs to
influence public policy and resist any unwise
decisions on possible new regulations
affecting advertising.
We will use this platform to promote:
• Value and effectiveness of
our industry’s self-regulation
mechanisms, the ‘Advertising
Standards Authority’ (ASA) and the
‘Communications and Multimedia
Content Code’ (Content Code);
• 4As as a credible information source
and advisory body to the Government

The aim is to decrease dependence on
import of foreign television commercials, to
help generate new revenue for Members. The
assistance of FINAS will be sought.
Council Appointments
Executive Director Mr. Kenneth Wong tendered
his resignation, which was scheduled to take
effect on July 31, 2015. This prompted the
Council to approach Encik Khairudin Rahim
to join the Association in the newly-created
position of Chief Executive Officer (CEO).
Encik Khairudin, a past 3-term Council Member
and former Chairman of Lowe Malaysia until
his retirement in June 2013, accepted the post,
effective July 1, 2015.
A detailed brief of the CEO’s role and revamped
objectives of the Association as well as strategies
and initiatives were developed and presented by
Encik Khairudin to the Council in July. These
were endorsed and adopted.
Ex-Council Member Mr. Aaron Cowie (CEO of
TBWA Kuala Lumpur) expressed his interest
in serving as a Council Member following the
withdrawal of Mr. Bramham (CEO of Publicis)
from the Council.
The President, in accordance with the
Association rules and with the support of the
Council, appointed Mr. Cowie to replace Mr.
Bramham in December.
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International Relations
The Council welcomed a delegation
constituting the Vietnam Advertising
Association (VAA), government officials
and representatives of Dentsu Vietnam on
January 20, 2015.
In the meeting that ensued, the Council
advised the VAA on the merits of establishing
a similar body as the Association. The
VAA has an all-inclusive membership of
advertisers, publishers and agencies.
The main agenda of the meeting — to
introduce the Association and its activities
to the VAA — was fulfilled. The VAA was
very interested with the Putra Brand
Awards aka the People’s Choice Awards,
and expressed hope to introduce a similar
version in Vietnam.

Use of a Written Agreement
— Creative Agency/Film
Production Company
The National Film Development Corporation
(FINAS) has introduced an additional
requirement for the use of a written
agreement between creative agencies and
film production companies. A copy of the
duly executed agreement to be given to
FINAS before the MIM (Made-in-Malaysia)
certificate would be issued. This rule is
effective from March 1, 2016.

Prior to the implementation, several rounds of
dialogue were held amongst 4As and PPFIM.
It was moderated by FINAS and witnessed by
the MAA.
The Clauses of the Production Agreement are
based on adaption from similar best practice
clauses used in the UK market. The Council
had advised Members that the document
still required careful reading and may be
tailored to suit the needs of each individual
Agency, their Client and the Film Production
Company. Each agreement is to be signed on a
willing buyer-seller basis.

Moving Ahead
Consolidation was the main aim last year as
the initiatives and projects that were flagged
off in 2013 bore rewards. This includes
enhancement for the mid to senior-level
Executive and Business Development courses
jointly conducted with the Berlin School of
Creative Leadership.
Our “Professional Pitch Disbursement”
Bylaws — today needs further fine-tuning
to react to some Advertiser attempts to
circumnavigate them.
There are programmes, principally relating to
awareness on self-regulation, and government
affairs, that require a certain level of
relentlessness and fine-tuning for them to be
sustainable on their own.
Deepest gratitude is hereby owed upon the
Council Members for their efforts in acting
on the issues contained in the ensuing pages.
The progress and encouragement that the
Council has garnered in 2015 will guide it
to thrust the agendas of the Association to
better our industry.

16

17

Awards
Committee Report

The Council identified a number of
potential research agencies to partner
with the Association for the project due
to an exorbitant fee increase from the
incumbent (Pulse Plc) to conduct
this year’s study.
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Objectives:

Projects:

•

•

•

•

Elevate the role of the
4As in cultivating a
Creative Economy
Engineer a positive perception
of Malaysia as a market for
creative excellence locally
and internationally
Promoting that ideas (creative
economy) drive value change

•
•
•
•

Malaysia’s Most Valuable
Brands (MMVB)
Putra Brand Awards
Effies Malaysia
Kancil Awards
Hall of Fame
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Malaysia’s Most Valuable Brands
(MMVB)

Putra Brand Awards (PBA)
New Research Agency – Effective Measure

Media Prima agreed to move the staging of the
MMVB to a later period in view of the current
economic condition, following a meeting
with the Managing Director, Dato’ Sri Amrin
Awaluddin. The company was also supportive
of funding education programmes undertaken
by the Association.

The Council identified a number of potential
research agencies to partner the Association
for the project due to an exorbitant fee increase
from the incumbent (Pulse Plc) to conduct this
year’s study.

The future of the MMVB, however,
still lends to uncertainty. The Council
evaluated the proposal to work with IPG
FutureBrands, who were keen to take up the
project, with the view of reducing the cost of
conducting the research.

In March, Mr. Tom Hogg of Effective Measure
(EM) briefed the Council. The survey for the
PBA will be carried out online using 6,000
respondents across the 24 categories. These
respondents will rate the brand based on
Awareness, Impression, Intent & Advocacy.

It was decided that the MMVB will be put
on hold. The lawyers, meanwhile, informed
Council that the trademark of MMVB can
be revoked if it is not used for a continuous
period of 3 years from its registration, by the
Registrar or by any third party seeking such
an order.

The commercial value for the survey sample
provided by EM was worth US$30,000 and,
in return, EM sought support for a joint public
relations exercise, a formal lead sharing
agreement and e-mail database blasts to
encourage commercial growth, on the back of
the partnership.
The Council weighed varying views on the
methodology. It concluded that although the
survey may appear digital-centric, adding
face-to-face interviews into the mix would
increase the cost. The Council appointed
EM in April as the research partner 2015
onwards. The firm commenced the survey
in May.
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New Award
The Putra Brand Awards needed to further
evolve as it entered into its 6th year. The
Council was keen on the idea of recognising
industry personalities for their in brand
building achievements.

The Board endorsed the 2015 results in July.
The winners were notified and the Council
assisted in the identification of Agencies for
the winning brands so as to approach them
for table sales.

After reviewing the list of awards in last
year’s edition of the Kancil Awards, the
Council welcomed the addition of another,
in the form of the Putra Personality Award.

The event at the Majestic Hotel on August
21, which was graced by Matrade CEO
Datuk Dzulkifli Mahmud, handed out 41
gold, 45 silver, 40 bronze awards and 5 other
special awards.

The Council was requested to recommend
names of individuals that deserve this
award and, once the names are shortlisted,
they will be forwarded to the Board of
Governors for their assent.

Datuk Seri Chew Weng Khak, the founder
of home appliances manufacturer Pensonic,
was honoured with the inaugural Putra
Personality of the Year, in recognition of his
innovation and achievements in building the
Pensonic brand.
The Council was pleased that the event
made a surplus. It was noted that more
tables were taken up by Advertisers and this
was an encouraging development, as the
award aimed to honour brands. The increase
in table purchase by Advertisers indicates
that more brand owners recognise the value
of the awards.

21

Kancil Awards
Judging
The Council implored the new Creative
Chairman and Jury Chairman to produce an
updated and clear set of rules for awarding
the metals.
The motion to appoint Council Member Mr.
T.Renganathan of FCB Sdn Bhd as the 2015
Kancil Awards Organising Chairman was
passed in April.
An incentive (lower entry fee) to be given to
Agencies who had never participated in the
Awards, was proposed by the Council.
Many Agencies were also unaware of the entry
submission process and if their work was
eligible to be in contention for the Awards.
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The Organising Committee was asked to
conduct a workshop on award submission
and also to address the judging standards and
parameters, so as to overcome further debate
on the integrity of this competition.
The Council’s proposal that the final decision
on the winner of the “Golden Kancil” would
require the endorsement of the Association
President was endorsed.

Creative Council
The Creative Council, chaired by Mr. Tan
Kien Eng of Leo Burnett, held its first meeting
in July 2015. The members elected were
as follows:
1. Mr. Graham Drew (Grey Worldwide)
2. Ms. Gigi Lee (Young & Rubicam)
3. Mr. Joseph Lee (Lunch Communication)
4. Mr. Raymond Goh (Hakuhodo)
5. Mr. Nick Gordon (FCB Sdn Bhd)
6. Mr. Ezra Foo (Havas Worldwide)
The Creative Council decided to retain
the previous year’s format: the on-ground
judging will be followed by the Kancil Forum
and the Awards night.
Issues
It was brought to the Council’s attention that
several Members had requested that their
Agency brand names be inserted into the
Kancil certificates.
Technically, only a Member’s official
company name, as registered with
the Association, should be inserted in
certificates. However, Council agreed that
the agency brand names should be displayed.
The sponsorship pledges for this year’s awards
were low. A number of past sponsors were
contacted to continue their support of the
Kancil Awards.

Awards
The entries received this year were half of
that received in 2014. 4 key Agencies did not
submit any entries for various reasons. The
Chairman’s Award was witheld for 2015 as
there were no deserving candidate.
The other special awards were determined
as follows:
1. Media Personality Award:
		 The Edge Editorial team
2. Hall of Fame:
		 The late Dato’ Tony Lee
		 (former Association President)
The gala night at the Shangri La Hotel (Kuala
Lumpur) on December 4, 2015 was a success.
The decision to start the event early at 6.30pm
was hailed as a good initiative.
The Council emphasised that Members
should be updated on changes that were
implemented, such as the introduction of
keypads in the judging process and the
number of suspect works that were weeded
out by the vetting committee, which was
left with less than 48 hours to investigate
dubious submissions.

The Council also proposed a list of potential
sponsors. Letters seeking sponsorship were
subsequently sent to the Gold winners of the
recent Putra Brand Awards.
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Post the Kancil event ceremony, 3 winning
pieces from member Dentsu Utama were
accused of plagiarising other people’s work.
A special “Review Panel” was formed to
investigate and evaluate these allegations.
This Panel comprised of:
• Dato’ Johnny Mun — President
• Tan Kien Eng — 2015 Kancil Awards
Jury Chairman
• T Renganathan — 2015 Kancil Awards
Organising Chairman
The Special Panel was unanimous in their
decision to withdraw:
• W
 WF Indonesia Anti-Poaching —
“Cross River Gorilla”
• Internet Privacy Watch —
“Professional Man”
The Panel found that the above 2 pieces of
work had similarities that were deemed
sufficiently close to work done by the original
creators. The original creators also had proof
that their work were published in public on
dates earlier than shown by Dentsu Utama in
their entry submissions.
The Panel however found that a third piece
of work Uyee Chinese Medicine Company —
‘Skateboard’ Poster was deemed not sufficiently
close to another poster created elsewhere. The
award was not withdrawn for this work.
Dentsu Utama objected to the above 2
decisions and as a sign of protest decided
to resign as a Member. Council accepted
their decision.
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Committee:
Led by the T. Renganathan
supported by Mr. Tan Eng Kien and
the President.

25

26

27

Advocacy
Committee Report

A plan to automate the Boomerang
Points tabulation was outlined to the
Council. The system will be a selfpolicing exercise where Members
will need to update their training and
services via a portal that will be linked
to the Association’s website.
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Objectives:

Projects:

•

•

•

Improve the quality
of talent, ethics and
professional standards
Membership Recruitment
and Marketing

•
•

Professional Pitch
Disbursement Bylaws
Boomerang
Membership
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Professional Pitch
Disbursement Bylaws
The 2006 introduction of the Pitch
Disbursement requirement, has in the Council’s
opinion, achieved the following 7 benefits for
Members, over the past 10 years:

(5) Deterred Advertisers from conducting
pitches which are merely a ‘charade’ with
Agency selection already made, prior to
the presentation.

(1) Encouraged Advertisers to firstly try to
make the existing Agency relationship
work rather than pay pitch disbursements
when a speculative pitch is called amongst
several Agencies.

(6) Helped increase the ‘value’ of the ideas
presented by our Member Agencies, as a
disbursement payment is involved.

(2) Promoted the use of credentials/case
studies only pitch amongst Members,
where reputation, team chemistry and
references from other Advertisers are used
as a criteria, as opposed to Advertisers
paying pitch disbursements in a full blown
speculative pitch.
(3) Enabled Members who participated in a
speculative pitch to recover at least some
costs, instead of a zero recovery.
(4) Deterred Advertisers from abusing
pitches by calling for a large number of
Member Agencies or ‘fishing’ for free
ideas (Advertisers who sign the Pitch
Disbursement forms are clearly told that
“ownership” of the speculative pitch
work is with the Member Agency and
legal proceedings will be effected, if an
Advertiser uses the ideas/work without a
proper payment).
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(7) Cumulatively helped elevate the
professionalism and value of our Ad
industry amongst Advertisers as a
consequence of 4As Members standing
united, insisting on payment of
disbursements, for all speculative pitches.

For 2013, 2014 and 2015 there has been an
average of 30 pitches per year, where both
Homegrown and Multinational Advertisers
embraced and agreed to comply with
the ByLaws. This indicates Advertisers’
recognition for the value of inviting Member
Agencies to participate in their search for an
Ad Agency.
In March, the Registrar of Societies approved
the Resolutions that were passed at the last
Extraordinary General Meeting held on
October 13, 2014 in respect of the Professional
Pitch Disbursement Bylaws.
A proposal to overcome the repeated abuse
of Bylaws by certain Advertisers, and to
strengthen the rules was tabled:

(b) Where an airline requires proposals for
Brand Strategy, New Visual Identity
and Frequent Flyer Programme, this
will be treated as 3 assignments.
(c) A property developer requires
branding proposals for a new township,
and at the same time, there is another
requirement to launch the first phase
of double storey link houses. This
counts as 2 assignments
(d) A multibrand pitch for Brand A fuel,
Brand B lubricant and a Road Safety
campaign will be considered as
3 assignments.

(1) To specify to Advertisers that the stated
disbursement amount applies to a specific
assignment and not to several assignments
combined into a single pitch. Multiple
assignments in one pitch will no longer
be allowed within the RM 10,000 pitch
disbursement amount. For example:
(a) A bank’s pitch for a new positioning
idea or theme that can be applied across
all their product and service lines is
considered as 1 assignment. However
if this bank additionally requires a
proposal to recruit new members
for their credit cards, this will be
considered as 2 assignments.
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The Council agreed that the above should
be incorporated into the Bylaws, the Pitch
Disbursement letter and forms to Advertisers.
The Council also re-examined the exemptions
to the Bylaws and ruled that Federal or State
Authority involving commercial or economic
activity or Government- Linked Companies
and Government Corporations that are profit
oriented, NGOs, Associations, Societies, and
Charities are NOT exempted under
the Bylaws.
Only the parties below are exempted from
the Bylaws:
• Media strategy/buying only pitches
• Existing Advertiser’s panel agencies
• Government, Federal or State Authority
involving public service campaigns like
anti-dengue, road safety
• Government Ministry campaigns to
promote national events and economic
growth like Tourism, Asian or SEA Games
The removal of the “Digital only” pitch category
was decided. All pitches are now deemed
mainstream because a “Digital only” pitch
nowadays will include the use of traditional
media and off-line tactics.
Presently even a pitch for a revamped website
will need to include offline tactics to drive
traffic. Mainstream, traditional pitches
already require the use of digital solutions.
The line between digital only and non-digital
pitches, no longer exists.
It was recommended that the pitch
disbursement apply when the marketing
communications budget stated is in excess
of RM100,000. This is instead of the current
RM300,000. This will be drafted as updated
Bylaws and tabled for a vote at an EGM in 2016.
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In December, the draft of the amended Bylaws
neared completion, subject to the resolution of:
Should pitch disbursements be imposed
for further rounds of work for completion
within the same pitch exercise?
Members invited to pitches were
sometimes required to make a second
and even third round presentation to the
Clients’ senior management.
These Members were asked to amend,
modify and tweak the work after the
original presentation date. The Council
agreed not to impose pitch disbursements
for further rounds.
The Council felt that the demerit of the 50
Boomerang Points for failure to notify the
Secretariat in writing, on the “prescribed
form” of a pitch invitation was not a deterrent –
especially to larger agencies.
Records showed that up to 8 Members had
failed to notify their acceptance of a pitch
invitation and had their points deducted.
Council decided that the de-merit of points
to be increased and based on the staff size of
an agency.
A proposal using four scales or levels of points
would be used for this purpose and it was noted
that the Boomerang Bylaws to also be amended
to reflect the revised de-merit of points.

Boomerang Membership
Accreditation Programme
Non-compliance
At the start of the year, the Council was
informed that 40 Members did not meet the
minimum points required for the period
between April 1, 2014 and March 31, 2015. They
were informed in writing of their shortcoming.
These 40 Members dwindled to 27 in April
with 8 Members who did not achieve any
points at all. The Council opined that it was
important to understand the reason why
Members were unable to achieve their points
and assist where possible.
Council Member Mr. Daniel Chong, the
Boomerang Convener for this term, was
tasked to liaise with fellow Members.

Several appeals were received and evaluated.
4 Members agreed to provide their plans and
updates whereas the others did not reply to
the Association.
These 4 Members were granted a
grace period of 2 weeks to convey their
commitment in writing. 3 Members who
remained incommunicado had their
membership terminated.
A “Boomerang Points Calculator System”
— where points are determined more
objectively for each course or training offered
— was proposed and adopted.

All non-complying Members were contacted.
Many had overlooked the reminders sent.
5 Members did not achieve any points.
Termination of the membership was
proposed for cases where less than 60% of
the minimum required points were achieved.
At the same time, a letter to query their
plans to meet the minimum required points
was sent. Subsequently, letters were sent
to 10 Members who had achieved less than
60% of minimum points and 4 membership
termination letters were sent to Members
who failed to achieve any points.

33

Point Automation
A plan to automate the Boomerang Points
tabulation was outlined to the Council. The
system will be a self-policing exercise where
Members will need to update their training
and services via a portal that will be linked to
the Association’s website.
The estimated cost of RM11,000 for this
automated system was approved by the
Council. The work on the new format of the
Boomerang calculation, which will be aligned
with the proposal to merge both the Trainings
and Services categories into a single
cumulative system, commenced in November.
Membership
The resolution at the EGM to delete the
Affiliate Membership category was approved
by the Register of Society on January 19,
2015 and a letter to that effect was sent to
Affiliate Members.
3 Members withdrew from the Association
while 10 were admitted as new Members.
Two SME focused Agencies/Members, Ellipsis
(M) Sdn Bhd and Sym World Sdn Bhd, had
expressed interest to serve the Council. The
presence of SME related Members in the
Council would facilitate engagement with peer
companies and with this in mind, the President
having the power to appoint 2 Ordinary
Member Agencies to the Council, admitted both
as Council Members for the 2015-2017 term.

Committee:
Led by the President, and
supported by Mr. Karthi Palanisamy,
and Mr. Daniel Chong.
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Engage
Committee Report

The Council will draw up plans for
similar visits to other media owners
who are keen supporters of the
Association and to introduce the new
Council that seeks continuous and close
working relationship.
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Objectives:

Projects:

•

Government:
•
MATRADE
•
Ministry of Domestic Trade,
Cooperative and Consumerism
•
Ministry of Communications
and Multimedia
•
Ministry of Health
•
CMCF
•
MDeC

•
•

To be a source of reference
for Brand Marketing and
Communication issues, and
Legislation that Affects
Consumer Communication
and Demand.
To be Brand Malaysia
Advocate
To Participate in and
Initiate Networking and
Business Development.

Professional Bodies and Marketers:
•
MAA
•
MSA
•
MDA
•
ABC
•
ASA
•
MyIPO
•
SME and SMI
•
Branding Association of
Malaysia
Media Partners:
•
Media Prima
•
Astro
•
Star Publications
•
Media Appreciation
Fellowship
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Government
Ministry of Communications
and Multimedia
Proposed National Advertising Policy
(NAP)
SIP Consultancy commenced work on January
1, 2015 to provide consultancy services in
respect of the proposed NAP. In their initial
reports, it was pointed out that the drafting and
approval of a policy by the government would
consume between nine months and three years
— depending on its urgency.

In December, the Council was invited by the
Ministry of Communication and Multimedia
to attend a one-day seminar entitled Hala
Tuju Dasar Pengiklanan Negara (Towards a
National Advertising Policy) in Johor Baru to
gather inputs on the relevance and need for
such a policy.

The Council was briefed that while an internal
meeting with the Ministry’s agencies was held
early in the year to update the Chief Secretary
of the Ministry of Communication and
Multimedia prior to his meeting with the Prime
Minister, the matter of the NAP had not been
discussed as yet in the Ministry.

Council declined the invitation due to the short
1 week notice and also in the belief that any
input from the industry should be inclusive:
views must be canvassed from all related
advertising industry bodies, and not just
academics and Government Ministries.

A Cabinet reshuffle also indicated that any
conversation on the NAP has been postponed.
The Council — in anticipation of the revival
of the NAP idea — felt that it was necessary to
engage the following agencies to promote the
role of Association:
• Lembaga Penapisan Filem
(Censorship Board)
• FINAS (National Film
Development Corporation)
• Ministry of Health
• Ministry of Domestic Trade,
Co-Operatives & Consumerism
• Malaysian Communications &
Multimedia Commission
• Ministry of Urban Wellbeing,
Housing and Local Government

38

A letter was sent to the Ministry with the
proposal to reschedule the seminar to the first
half of 2016 and invite additional industry
stakeholders such as the MAA, MSA, PPFIM,
MDA and CRM to provide their input.
In the meantime, Council Members attended
the Malaysian Communications and
Multimedia Commission (MCMC)’s Bengkel
Pematuhan Kandungan Pengiklanan 2015
between December 8 and 9.
The Council Members gathered updated
information on advertising codes and
guidelines from various agencies. This served
as a productive platform to raise concerns on
the matters faced by Members.
The Ministry of Health (food and medicine
advertising); JAKIM (Halal claims); Biro
Pengawalan Farmaseutikal Kebangsaan;
Medical Devices Authority; Lembaga
Penapisan Filem (Censorship Board) and
CMCF (guide to advertising on slimming
products) shared their updates.

Ministry of Health
A request for advice on branding for their
anti-diabetes project and promotion of local
fruits was received following the Council’s
attendance at the meeting of the Kumpulan
Kerja Teknikal Promosi Pemakanan in April.
The Council committed to provide a short talk
on communications to the group while noting
that there was another exercise with regards to
the draft on food advertising regulations, which
has not since resumed.

Communications and Multimedia
Content Forum of Malaysia (CMCF)
Review of the Content Code
The CMCF was looking at reviewing and
updating the Communications and Multimedia
Content Code and was making arrangements
to meet the new MCMC Chairman, Datuk Seri
Dr Halim Shafie, to discuss amongst other
things, the revision of the Code.
The MCMC has employed Boston Consulting
Group to review the Communication and
Multimedia Act 1998 in order to meet
numerous changes in technology and industry
since this Act was introduced 18 years ago.

Slimming Products and Services
Advertisements Guidelines
The Forum introduced an Industry Guideline
for the Advertisement of Slimming Products in
September, with the objective of relaxing and
providing guides for certain banned slimming
products and services.
The Code currently states that advertisements
on slimming products, regardless of whether
they are taken orally or applied externally, are
prohibited. The Council lamented CMCF’s
failure to seek its opinion before unveiling
the guidelines.
The Council has urged CMCF to firstly lift the
advertising ban for slimming products and only
then issue the said guidelines. A contradiction
exists at the current moment.
Online Content Censorship
The CMCF requested feedback from its
members on the Censorship Board’s proposal to
amend the Film Censorship Act 2002, to enable
censoring films on the Internet.
The Council submitted its objection in
writing to the CMCF, which included a
reminder that it was against the law to censor
content on the Internet.
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Professional Bodies and Marketers
MATRADE
The Council paid a visit to the office of the
new CEO of MATRADE, Dato’ Dzulkifli
Mahmud, in July 2015 to introduce the
Association and its role. The key matters
that were discussed included:
(1) The invitation to the CEO of
MATRADE to chair the Board of
Governors of the Putra Brand Awards
in line with current practice
(2) The potential renewal of the SME
‘Brand Promotion Grant’ by MATRADE.
(3) The background, objectives and the recent
accomplishments of the Association for
MATRADE’s reference
(4) The Effie Awards and purpose of this
marketing effectiveness competition.
The Council has sought a follow-up meeting
with the CEO to discuss revival of the Brand
Grant and the tie-up with the Berlin School of
Creative Leadership.
A proposal would be made to MATRADE to
engage the Association in awarding the grant.
The goal was that for each grant awarded, a
part of it should be utilised by the SMEs to pay
strategic consulting fees to Member agencies,
instead of spending a 100% on promotional
materials without first having a clear
communications strategy.
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Advertising Standards
Advisory (ASA)
Malaysian Code of Advertising Practice
In January, the Council was informed that the
ASA had completed the exercise of updating
corrections to the Code. The revised English
and Bahasa Malaysia versions will be uploaded
to the website.
The ASA had also finalised an awareness
campaign and written to print media owners
for pro-bono advertising space to run their
industry and public awareness campaign.
The ASA was looking at aligning the British
Code of Advertising Practice and International
Chamber of Commerce Advertising, Marketing
Communication Practice (ICC Code) and
the False and Misleading guidelines from
the Ministry of Domestic Trade, with the
Malaysian Code.
Malaysian Newspaper Publishers
Association (MNPA)
The ASA held a dialogue session with the
MNPA, which perceived the ASA as
disruptive to their business. In the meeting,
the ASA outlined the tangible advantages of
MNPA being a part of ASA and avoiding the
risk of not being part of the industry’s selfregulatory system.
The ASA also assured the MNPA that the
body merely advised certain advertisers
to substantiate their dubious claims or
otherwise amend their claims in their
print advertisements.
This, in no way, decreases the MNPA Members’
advertising revenue. The MNPA was satisfied
with the explanations and agreed to extend
their support for the ASA.

Audit Bureau of Circulation (ABC)
MNPA was also asked to consider the increase
in their monthly contribution to fund ASA due
to the increase in operating expenditure to
monitor advertisements.
The Council felt that there was a need to reeducate the industry on the importance of
self-regulation and role of the ASA, especially
amongst a new generation of communications
and marketing practitioners. A seminar with
CMCF and MAA was proposed as the first step
in this process.
The Council was informed in December
that the MAA was hosting a seminar on the
importance of self-regulation with speakers
from the ASA and CMCF during the first
quarter of 2016. Council agreed to the CMCF’s
request for the Association to support it by
providing a panel member from Council,
Boomerang points and encouraging members
to attend and awarding Boomerang Points.
Company
The ASA was incorporated as Advertising
Standards Advisory Malaysia Sdn Bhd. The
incorporation was necessary to protect the
Committee members from any liabilities should
an offensive or misleading advertisement is
asked to be withdrawn by the ASA.
Elected ASA office bearers will continue to
discharge their duties until the end of 2015,
in accordance with the constitution, as the
merger and acquisition is completed.

Conflict of Interest
The ongoing concern over the Association
chairing the ABC, as it may affect the working
relationship of the Association with print
media owners, was raised again. The Council
was advised that the Association’s helming of
the ABC would end in June 2015 and it would
not be in the chair for the next four years.
The ABC has moved ahead on validating digital
publishing, which is a source of encouragement
for the Association to retain its affiliation with
it, in view of the benefits to Members. ABC,
in turn, also appreciates the Association’s
neutrality on all of their affairs.
Although the historical scope of the ABC
was auditing the print medium, the rapid
development of the digital content platforms
has necessitated the auditing of this medium.
It was suggested that the ABC adapt the
best practices for digital audits from other
developed markets.
The Council requested feedback on whether
the Association should remain within ABC as
majority of the Members no longer planned
or bought media including print media.
The question whether it is relevant for the
Association to remain in the ABC needs to be
answered by end 2016.
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Confederation of Asia Advertising
Agency Associations (C4As)
The issue of the Association’s membership of
the C4As was tabled again, as this umbrella
body was not seen to have a clear direction or
objective. Following one final deliberation, the
Council agreed to withdraw from the C4As.

No media owner would refuse the opportunity
to explain their new product offerings. As the
information is open to all in the industry, and
not restricted to media agencies, Members
would profit by taking such ideas to clients
ahead of the media agencies.
In November, the Council agreed on the
topic for the next annual dialogue i.e. “Codeveloping strategies to generate new revenue
for creative agencies, whilst supplying media
owners a new source of content ideas that
advertisers find brand relevance”.

Media Partners
The Council Members paid a courtesy visit to
Star Media Group in June and met the Chief
Executive Officer and Managing Director as
well as the company’s senior officers.
The Council will draw up plans for similar
visits to other media owners who are keen
supporters of the Association, to introduce the
new Council that seeks continuous and close
working relationship.
Media Dialogue
Media owners like The Star Group have
launched digital-targeting based on audience
interest (AIM) for brands to leverage on.
These changes should be capitalised on
Member agencies.
Members are encouraged to approach and
learn directly from the media owners instead
of letting media agencies take ‘first-move
advantage’ with their common client.
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This is to encourage creative agencies to ideate
their own content and hold the Intellectual
Property (IP) rights. Media owners would pay
creative agencies a fee to use the content idea
and share revenue on any future commercial
spin-offs or merchandising.
It was decided that meetings will be held with
media owners individually. The necessary
arrangements and programme agendas are in
the midst of finalisation.

Committee:
Led by the En. Zain Amri and
supported by the President, VicePresident, Mr. T. Renganathan,
and Mr. Andrew Lee.

43

Educate
Committee Report

Council believed that a professional
recognition via certification such as
offered by the Institute of Practitioners
in Advertising (IPA), UK was needed to
raise standards of our talent pool and
declare them as qualified practitioners.

44

Objectives:

Projects:

•

•
•

•

Developing and enhancing
human capital by providing
Members the tools, training
and other programmes
Increasing the skills of
Members through engaging
and transformative
learning experiences

•
•

IPA Professional Certification
Berlin School of Creative
Leadership
Digital Jedi
IACT College
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Professional Certification
The Council believed that a professional
recognition via certification such as offered by
the Institute of Practitioners in Advertising
(IPA), UK was needed to raise the standards
of our talent pool and declare them as
qualified practitioners.
This certification process should be made a
“rite-of-passage” in the long run. Council also
examined a certification curriculum by the
Berlin School of Creative Leadership which
was offered in three stages: entry, advanced
and executive.
The entry level is a 15-day onsite program to
be completed within 6 months whereas the
advanced stage is a 10-day onsite programme to
be completed within 6 months. The executive
stage is a 5-day onsite program.
The Council decided that the programme
should be marketed as a training course
suitable for all managers and not confined
only to the advertising industry. It was noted
that the Association could not underwrite
the programme cost, but would endorse and
promote it.
In September, a meeting was held in Singapore
with Mr. Michael Burns, Head of Export of
the IPA. The IPA selected and agreed to allow
the Association to run 4 of the IPA’s online
certificate courses in Malaysia. Letter of Intent
and Non-Disclosure Agreements were signed to
formalise the relationship.
Mr. Burns advised that it was essential to
start with the “Foundation Certificate” course
targetting individuals with less than 3 years of
working experience, irrespective of job role.
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The Council advocated this “Foundation
Certificate” should eventually be made a prerequisite for any promotion or job confirmation
amongst member Agencies.
As the Association is the exclusive
representative for IPA certifications in
Malaysia, all local candidates who register
directly with the IPA will be redirected to
the Association.
The Council secured confirmation from the
Human Resources Development Fund (HRDF)
that the certification program was 100%
claimable under their scheme.
The IPA Foundation Certificate programme
in association with 4As Malaysia was
launched on December 1, 2015. Boomerang
Points were awarded based on the tabulation
guidelines. The Council was pleased to note
that 38 candidates had registered by January
2016, in time for the written, offline exam on
March 12, 2016.
The Association also owns the rights from IPA
to launch 3 additional certifications.
(1) “Eff Test Certificate”— a qualification
that promotes the comprehension of, and
engagement with “Planning” as the USP
of Agencies. How member Agencies can
create effective campaigns for their clients
in the future.
Format: 30-hours online learning
culminating in a 2-hour online exam.

Berlin School of Creative Leadership
(2) “Commercial Certificate”— a qualification
to give future industry leaders an education
in Agency Finance including KPI’s,
which are used to measure financial
performance, advantage and disadvantages
of various models of payment to an Agency,
understanding Client/Agency contracts
and terminology likely to be used by
Clients, and potential metrics to measure
campaign success.
Format: 8-hours online learning,
culminating in a 30-minute online exam.
(3) “Search Certificate” — a qualification that
provides a 360-degree education in search
marketing, from planning a PPC and a SEO
campaign through to ongoing optimization
strategies and integrated media planning.
Format: 30-hours online learning
culminating in 2-hours online exam.
Council recognised these were ‘specialised’
qualifications for the Members’ benefit. These
courses are not available elsewhere.
The Council plans to launch the above 3 in
2016/17.

Astro had confirmed their continued
sponsorship for the sum of RM150,000 for
2015. The “Navigator Program” and the senior
level “Advanced Leadership Program” were
offered to Members and other Associations.
The response towards both courses was not as
encouraging, partly as the same programme
has been conducted in the past three years and
agencies were running out of senior talent pool
that could be enrolled.
The “Advanced Leadership Program”
(ALP, held between September 12 and 15)
and “Navigator” (September 10 to 12) were
completed successfully with 34 participants.
There is a need to refresh the programmes
after 3 years.
Representatives of Berlin School proposed
to merge both the ALP and Navigator and
introduce the following:
(1) C-Level Workshop
A roundtable-based regional workshop
(for 30 individuals) or summit (100
individuals) which would be held for
one day. The Council decided that this
workshop would centre on Future Ad
Agencies’ business models.
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The Digital Jedi Programme
(2) Mid-Level Workshop
A 3 module webinar based certificate
programme (30 individuals) which will
require a total of 6 days. However the 6
days will be segregated over a period of 3
months (2 days in a month). The Council
felt this was a good option but it should be
further segregated over 6 months instead
of 3 months, for the purpose of bonding
an employee.

A proposal from Mr. Aseem Puri, a senior
Unilever marketer and trainer on the “Digital
Jedi” programme was presented to the
Council. The Council was keen on starting the
“Intermediate” programme.

(3) Leadership Bootcamp
A 2 day program that targeted entrylevel talent. The number required to
cover the investment of the programme
was 500 participants. The Council was
not keen on it.

The eMBA Programme

The Council negotiated with Berlin School to
lower the investments for the C-Level and MidLevel Workshops. In November, the school
revised the C-Level Workshop into a 1-day
workshop for 100 participants.
The Mid-Level Workshop was amended to
be conducted through three modules over
3 months.
The Council requested Berlin School to develop
topics related to the future of marketing new
agency models that have evolved overseas and
to conduct this workshop in second quarter
(Q2) of 2016.
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An evaluation of the rest of his proposals will
take place in Q2, 2016. The “Digital Jedi”
workshop by Mr. Puri, in the meantime, was
scheduled for February 18 and 19, 2016.

The Council was briefed that the modules
presented under the eMBA programme
with Taylor’s University were suitable and
certified by the Malaysian Qualifications
Agency (MQA).
The programme will be a 12-module course,
of which 9 content modules have been
designed by the academician. He had sought
the assistance of the Association to help
complete the remaining modules. The cost
of the programme was RM23,000 and was
HRDF-claimable.
The eMBA programme, in collaboration with
Taylor’s University, was then taken under the
stewardship of UMCCED (the private arm of
Universiti Malaya). The Association was asked
to contribute 3 modules for the programme.
The Council decided that currently there
were other professional development pressing
priorities. This plan will be revisited in the
second half of 2016.

IACT College
In May, the Council deliberated on the bid
from Ms. Chew Sue Ann (Chairman IACT) to
acquire the shares of Macomm Management
Services Sdn Bhd, that were held on behalf of
the Association and MAA, in IACT College.
Ms. Chew said that Brickfields Asia College
(BAC) had expressed interest to purchase
60% of IACT and presented the plans of their
management to further expand the institution.
She said Macomm Management Services Sdn
Bhd had a total of 40,000 shares in IACT which
were equally owned by the Association and
MAA. The latter had agreed to dispose of the
shares and BAC was willing to offer RM0.57
per-share for disposal.
In the event that the Association wished to
retain its shares, it will need to inject RM1.7
million into the holding company that will be
formed by BAC and IACT. Ms. Chew pointed
out that the parties involved in the buyout
preferred to have less number of shareholders,
as part of the venture.
During the initial sale to Zencall Holdings,
the Association had indicated that they
would prefer to divest all the shares, though
it was persuaded against it. This resulted
in the Association and MAA retaining 10%
shareholding each.

As the Association and MAA were unwilling
to contribute any additional funds, Zencall
converted part of their loans to shares and
raised the paid up capital to RM1,000,000.
This exercise saw the value of the Association
and MAA’s 40,000 shares diluted to 0.59%
(from 20%). If the Association wanted to retain
their 20,000 shares, it would have to make an
investment of RM1,700,000 in IACT and, even
after this exercise, the Association would still
be a minority shareholder.
The primary objective, when the Association
and MAA established IACT in 1992 was to
produce trained, entry-level manpower to cope
with the growth of the industry.
This role has since then been assumed
by numerous colleges and universities at
present. By exiting IACT, the Association
could openly be seen as neutral and
supporting all institutions.
The Council resolved that the shares in IACT
should be disposed of.

In order to upgrade the status of the college and
to mainatin the operations, Zencall Holdings
had constantly loaned funds to the IACT while
the Association and MAA had not invested any
additional capital.
In 2014, the authorities directed all
educational institutions to have a minimum
paid-up capital of RM1,000,000 and IACT
sought capital injection to raise the paid-up
capital from RM200,000.
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HRDF/PSMB
It was noted, in a dialogue session with the
HRDF representatives, that employer with 5
employees will soon also be subjected to the
HRDF levy.
The fund usage was shockingly low at 11%
to 18% by all registered employers in the
industry. Council requested the HRDF to
engage the Association to further educate
members on how to actively utilise the funds
currently left idle.

Workshops
The Seven Secrets of Creative Radio by Tony
Hertz (Chairman Cannes Radio Jury 2014)
held in July attracted a full house, with 28
participants. A minor surplus was made from
the event and overwhelming positive feedback
came from the majority of the participants. The
Council was informed that the response for the
Penang Creative Workshop held in August 15
was also largely encouraging.

Committee:
Led by Mr. Karthi Palanisamy and
supported by the President,
En. Zain Amri and Ms. Jacey Lee.
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Members List

Ordinary Members
180 Degrees Brandcom Sdn Bhd
ADL Advertising & Design Sdn Bhd
Adrenaline Communications Sdn Bhd
Adsell Advertising (M) Sdn Bhd
Alpha 245 Communications Sdn Bhd
Ambi Agency Advertising Sdn Bhd
Amphibia Digital Sdn Bhd
APD Digital Services Sdn Bhd
AQM Creative & Communication Sdn Bhd
Arachnid Sdn Bhd
Arturn Advertising (M) Sdn Bhd
Asatsu-Dk Sdn Bhd
Astana International Sdn Bhd
Baron Advertising Sdn Bhd
Bates Malaysia Sdn Bhd
BBDO Malaysia Sdn Bhd
Beans Media Sdn Bhd
Bloomingdale Advertising Sdn Bhd
Brands Solutions For Hire Sdn Bhd
Broncos Worldwide Sdn Bhd
Bulb Communique Sdn Bhd
CD Advertising Sdn Bhd
Coda Advertising Sdn Bhd
Compass Interactive Sdn Bhd
Creative Juice Kuala Lumpur Sdn Bhd
Crush Communications (M) Sdn Bhd
Dentsu (Malaysia) Sdn Bhd
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Dentsu Young & Rubicam Sdn Bhd
Efficaz Media Sdn Bhd
Ellipsis (M) Sdn Bhd
FCB Sdn Bhd
Fixgo Advertising (M) Sdn Bhd
Geometry Global Sdn Bhd
Grey Worldwide Sdn Bhd
Hakuhodo (M) Sdn Bhd
Havas Worldwide Kuala Lumpur Sdn Bhd
Hunter Strategic Communications Sdn Bhd
IF Interactive Sdn Bhd
Ignite Sdn Bhd
Impact Challenger (M) Sdn Bhd
Immerse Communications Sdn Bhd
Intigus Sdn Bhd
J Walter Thompson Sdn Bhd
Joescher+Adhaus
K-Gic Advertising Sdn Bhd
Lins Advertising & Marketing Sdn Bhd
Lowe and Partners Sdn Bhd
Lucideas Creative Sdn Bhd
M&C Saatchi (M) Sdn Bhd
Mantra Communication Sdn Bhd
McCann-Erickson (M) Sdn Bhd
Mediacliq Sdn Bhd
Mega Advertising Sdn Bhd
Megan Nathaneal Sdn Bhd

Associate Members
Milk & Co Sdn Bhd
Monster Interactive Sdn Bhd
Naga DDB Sdn Bhd
Nerve Centre Sdn Bhd
Octagon Creative Sdn Bhd
Oxygen Advertising Sdn Bhd
People ‘N Rich-H Sdn Bhd
Publicis Communications Malaysia Sdn Bhd
Saatchi & Saatchi Worldwide Sdn Bhd
Signature Concepts (M) Sdn Bhd
Spencer Azizul Sdn Bhd
Spin Communications Sdn Bhd
Star Reacher Advertising Sdn Bhd
Stoneads Sdn Bhd
Sym World Sdn Bhd
Tbwa Kuala Lumpur
The Wizard’s Room Sdn Bhd
Torpedo Ideas (M) Sdn Bhd
Tribal Worldwide Sdn Bhd
Two Points Sdn Bhd
WPP Marketing Communications 		
(Malaysia) Sdn Bhd
Xuanworks Sdn Bhd

ABC Mediaworks Sdn Bhd
Addictive Media Sdn Bhd
Alt Advantage Sdn Bhd
Agenda Solution Sdn Bhd
Ava Mediacom Sdn Bhd
B&B Advertising
Cheil Malaysia Sdn Bhd
DIA Brand Consultants Sdn Bhd
Fishermen Integrated Sdn Bhd
Forefront Studio Sdn Bhd
Inno Mind Sdn Bhd
Inter XS Media Sdn Bhd
Lunch Communications Sdn Bhd
Pengurusan Karisma Kreatif
Salient Information Sdn Bhd
Shinajii Sdn Bhd
Smascom & Design Sdn Bhd
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Contact

For further enquiries,
please contact the 4As Secretariat
Macomm Management Services Sdn Bhd
Unit 706, Block B
Pusat Dagangan Phileo Damansara 1
No. 9, Jalan 16/11, Off Jalan Damansara
46350 Petaling Jaya
Selangor, Malaysia
Tel 603 7660 8535
Fax 603 7660 8532
Email aaaa@macomm.com.my
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www.aaaa.org.my

